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Abstract. This study aims to measure the level of user acceptance of BYOND,
a digital banking application developed by Bank Syariah Indonesia (BSI),
among university students. The research adopts the Technology Acceptance
Model (TAM), incorporating four key constructs: perceived usefulness,
perceived ease of use, attitude toward using, and subjective norm. A
quantitative descriptive approach was applied through a survey distributed to
100 students from the Digital Marketing Program at Universitas Negeri
Jakarta. Data were collected using a structured questionnaire based on
validated TAM indicators and analyzed using descriptive statistics with SPSS
25. The results show that student acceptance of BYOND is in the “high”
category. Among the four constructs, attitude toward using received the
highest average score, followed by perceived usefulness. These findings
suggest that students demonstrate a favorable perception and attitude toward
the application, while the influence of subjective norms is relatively lower. The
study confirms the relevance of TAM in explaining user acceptance in the
context of sharia-based digital banking and provides practical implications for
optimizing the application’s engagement strategy among Generation Z users.
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Introduction

The rapid development of digital technologies has significantly transformed the banking industry.
Traditional banking services are increasingly replaced by mobile-based applications that offer
convenience, speed, and accessibility. In Indonesia, digital banking has grown remarkably, especially
among Generation Z users who are digital natives and highly adaptive to technology-driven financial
services (OJK, 2022). According to Bank Indonesia (2023), over 70% of daily banking transactions in
urban areas are now conducted through digital platforms, marking a shift in user behavior toward
mobile-first interactions.

In response to this trend, Bank Syariah Indonesia (BSI) launched BYOND, a digital banking application
designed to serve the needs of modern Muslim consumers. BYOND aims to be a sharia-compliant
“super app,” integrating core banking functions with e-wallet services, financial management, and
Islamic philanthropic features such as zakat and wagqf. Although BYOND targets younger users with
its intuitive interface and lifestyle-focused design, its success depends not only on technological
sophistication but also on user acceptance and willingness to adopt the platform.

Despite its innovation, internal reports indicate that the activation rate of BYOND among student
segments remains below expectations (BSI, 2023). This reveals a potential gap between the intended
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value proposition and user perception, particularly among university students—a demographic
expected to be highly receptive to fintech innovations. Understanding the factors influencing user
acceptance is therefore essential for enhancing the application’s impact and engagement.

To address this issue, the present study employs the Technology Acceptance Model (TAM) developed
by Davis (1989), which posits that perceived usefulness (PU) and perceived ease of use (PEOU)
significantly affect users” attitudes and behavioral intentions toward using technology. This model has
been widely validated in the context of mobile banking adoption (Zhou et al., 2022; Shaikh &
Karjaluoto, 2021). The study further incorporates attitude toward using (ATU) and subjective norm
(SN) to provide a more comprehensive understanding of acceptance in a social context.

This study aims to assess the level of acceptance of BYOND among students of the Digital Marketing

Study Program at Universitas Negeri Jakarta. By analyzing the perceived usefulness, ease of use,

attitude, and social influence, the study seeks to provide both theoretical insights and practical

implications for optimizing user engagement strategies in sharia-based digital banking applications.

Methods

1. Research Design
This research applied a quantitative descriptive approach to analyze the level of student acceptance
toward the BYOND digital banking application. A survey method was employed to collect primary
data using a structured questionnaire. The study framework was based on the Technology
Acceptance Model (TAM), incorporating four key constructs: perceived usefulness (PU), perceived
ease of use (PEOU), attitude toward using (ATU), and subjective norm (SN). Each construct was
operationalized through four validated indicators adapted from previous studies.

2. Population and Sample
The population in this study consisted of active students enrolled in the Digital Marketing Study
Program at Universitas Negeri Jakarta. Due to the unknown total population size, the sample size
was determined using the Lemeshow formula with a 95% confidence level and a 10% margin of
error (Somantri, 2022). The minimum required sample was 96 respondents, rounded up to 100 to
ensure representativeness. Purposive sampling was used, with the main criteria being students
who had used or were familiar with the BYOND application.

3. Data Collection
Data were collected using an online questionnaire distributed via Google Forms. The questionnaire
was designed using a 4-point Likert scale ranging from 1 = strongly disagree to 4 = strongly agree.
The instrument was structured into four sections corresponding to each TAM construct. Each item
was adapted from prior empirical research indexed in Scopus and published within the last five
years (Zhou et al., 2022; Chatterjee et al., 2023; Shaikh & Karjaluoto, 2021).

4. Instrument Validity and Reliability
To ensure content validity, the indicators used were drawn from validated scales in established
TAM-based studies. Construct validity was tested through item-total correlation using Pearson’s
correlation coefficient. Items with r-value greater than the critical r-table value (a = 0.05, n = 100)
were considered valid. Reliability testing was conducted using Cronbach’s Alpha. A reliability
coefficient of a > 0.60 was considered acceptable for each variable (Hair et al., 2021).

5. Data Analysis Technique
The collected data were processed and analyzed using SPSS version 25. Descriptive statistics were
used to compute mean scores and interpret the levels of acceptance based on the following interval
formula:
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Interval Width = (Maximum Score — Minimum Score) + Number of Categories
=(4-1)+4=0.75

Thus, interpretation of scores was categorized as:
1.00-1.75 = Very Low

1.76-2.50 = Low

2.51-3.25 = High

3.26-4.00 = Very High

Result and Discussion

1.

Descriptive Results

This study involved 100 student respondents from the Digital Marketing Study Program at
Universitas Negeri Jakarta. The data collected were measured across four constructs of the
Technology Acceptance Model (TAM): Perceived Usefulness (PU), Perceived Ease of Use (PEOU),
Attitude Toward Using (ATU), and Subjective Norm (SN), each consisting of four indicators.
Respondents provided responses using a 4-point Likert scale ranging from 1 = strongly disagree to
4 = strongly agree.

Table 1 presents the simulated responses from 100 students across all 16 items. This data set serves
as the foundation for analyzing students’ perception of the BYOND application.
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No. PUL PUZ PU3 PUL PEOUL PEOUZ PEOUZ PEOU4 ATUL ATUZ ATUZ ATU4 SNL SN2 £ £

s1 3.33 33 27 332 307 323 40 273 315 3z 3.25 0 303 233 307 296
52 3.05 334 as7 a9 348 214 ars 256 218 244 3.66 254 323 208 263 292
53 203 293 40 354 271 367 319 271 315 28 37 314 21 302 305 265
54 3.44 3.20 361 314 33 33 286 352 288 388 36 2.87 208 31 399 267
55 361 332 258 319 289 334 a0 272 3.97 327 328 20 339 257 318 201
56 357 201 301 28 278 204 EE) 40 317 ams 32 38 242 176 225 315
s7 286 3.95 an 319 306 30 EE 33 3.07 3.44 3.49 312 357 258 325 337
s8 3.08 3.39 292 3.08 269 203 229 317 250 248 3.97 10 207 296 31 268
59 3.33 272 338 333 288 336 338 276 3.18 353 372 3.79 262 221 347 36
60 359 3.46 as1 287 262 203 124 338 265 348 335 327 288 287 322 289
61 301 281 283 341 389 332 307 287 348 356 381 24 312 278 289 299
62 3.13 351 318 381 311 4.0 308 3.15 279 383 2.36 10 292 2.03 246 27
63 2.76 3.66 19 316 282 255 320 40 40 338 3.96 284 312 285 287 208
64 272 287 278 336 319 307 308 3.06 40 358 28 274 253 241 261 335
&5 353 3.59 31 3.48 306 368 301 356 335 326 3.3 3.81 297 328 272 329
66 3.74 3.37 27 304 201 204 334 282 224 288 3.0 40 233 274 219 289
67 3.7 3.53 385 329 335 238 32 3.09 351 303 2.98 395 286 279 362 208
o8 a6 3.96 263 a2 a4 28 a9 381 as3 40 3.96 363 254 243 an 321
69 334 31 302 324 289 245 224 285 368 328 331 3.64 261 262 247 237
K] 2.04 29 328 289 287 206 a7 3.82 4.0 273 3.64 3.74 239 245 313 279
7 334 284 378 321 299 321 38 338 333 335 3.8 37 334 273 343 332
72 382 287 263 34 218 387 247 288 3.08 303 369 351 314 348 27 25
73 3.19 347 367 378 249 333 316 335 2.85 364 353 3.44 246 225 2.9 342
74 3.83 3.3 2z 358 365 au 215 349 EET 204 2.98 3.37 277 215 296 246
75 215 331 281 40 376 353 274 335 239 312 39 a1 339 339 264 319
5 353 353 338 289 a0 232 290 247 4.0 254 33 320 296 272 EES 299
td 323 321 328 355 333 329 286 281 319 312 288 272 383 253 29 235
k] 3.08 3.78 296 327 3.22 251 40 3.0 3.49 233 3.33 3.36 206 322 312 347
7 324 3.00 323 a0 40 261 367 3.07 3.39 267 a0 30 298 256 26 27
80 24 a0 305 288 355 366 as 335 3.88 36 384 296 278 as3 278 268
a1 311 3.45 325 286 305 334 150 347 4.0 a6l 3.3 3.47 295 307 324 308
82 3.34 2.86 346 296 272 203 285 257 219 247 3.3 3.96 284 26 28 246
83 3.79 277 383 235 246 345 209 325 32 291 337 377 318 366 364 259
84 299 339 27 299 318 40 as 334 E) az8 a0 277 328 256 279 202
a5 288 31 40 29 28 327 281 332 367 33 365 30 259 31 304 317
3 30 3.49 2.42 326 253 33 350 353 4.0 284 3.67 3.78 237 202 332 328
o7 357 3.39 314 334 284 302 32 343 3.63 38 3.91 3.01 217 332 238 307
88 333 317 344 395 267 286 315 328 326 365 36 331 31 342 225 285
89 299 2.86 331 358 377 353 158 3.07 364 321 34 3.62 246 281 234 267
90 341 2.59 295 297 345 286 248 244 284 331 3.42 3.01 204 25 346 208
91 3.24 3.02 312 284 EEY 323 316 327 373 338 347 3.44 3.06 298 273 257
92 359 354 10 34 260 201 i 318 26 248 349 287 19 253 397 183
93 202 3.29 296 267 313 339 287 321 383 32 378 316 29 361 272 317
94 3.07 27 354 303 276 333 355 250 3.87 303 352 353 324 285 302 336
95 3.04 3.27 334 367 371 362 a5 267 395 28 378 2.76 293 2565 357 205
9% 261 335 292 301 332 30 318 352 366 319 347 358 286 287 375 26
o7 3.32 2.85 356 251 269 308 343 3.08 EE:) 40 353 3.39 327 226 37 325
o8 33 3.26 EX-] 374 202 281 28 337 246 256 27 3.62 278 241 343 382
99 a2 3.22 353 315 275 3.02 167 311 288 307 3.87 3.49 301 3.28 336 201
100 Rt 2.74 345 37 255 335 1z 311 207 as3 364 395 203 254 219 27

From these responses, we calculated the average score for each construct by computing the mean
across its four indicators. The summarized results are shown in Table 2 below:

Construct Mean Score | Category

Perceived Usefulness | 3.20 High
Perceived Ease of Use | 3.16 High
Attitude Toward Using | 3.44 Very High
Subjective Norm 2.93 High

Based on the interpretation guideline used in this study (1.00-1.75 = Very Low, 1.76-2.50 = Low,
2.51-3.25 = High, 3.26-4.00 = Very High), the construct Attitude Toward Using (ATU) received the
highest average score (3.44), indicating that students generally feel positive about using BYOND.
This was followed by Perceived Usefulness (3.20), suggesting that the application is seen as
beneficial. Subjective Norm (2.93), although relatively lower, still falls into the “High” category,
which suggests moderate influence from peer or social expectations.

To provide a visual summary of these findings, Figure 1 presents a bar chart illustrating the average
scores for each TAM construct.
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The descriptive results show that students perceive BYOND to be useful and easy to use, and that
their attitude toward using it is highly positive. These findings indicate strong potential for
adoption among digitally literate students, reinforcing the importance of usability and individual
value in influencing acceptance.

2. Discussion
The results of this study confirm the relevance and robustness of the Technology Acceptance Model
(TAM) in explaining students’ acceptance of the BYOND digital banking application. Among the
four constructs, Attitude Toward Using (ATU) obtained the highest mean score (3.44), indicating
that students hold a very positive attitude toward using BYOND. This finding supports the
argument of Davis (1989) that a positive attitude serves as a critical mediator in influencing user
behavior toward technology adoption.

The high mean score for Perceived Usefulness (PU = 3.20) also demonstrates that students perceive
the BYOND application as beneficial for their daily financial activities. This result is in line with
Zhou et al. (2022), who found that PU is a significant predictor of adoption behavior in Islamic
fintech applications. Similarly, Shaikh and Karjaluoto (2021) emphasized that Generation Z tends
to adopt digital banking platforms that offer practical utility and efficiency.

Perceived Ease of Use (PEOU = 3.16) was also rated in the “high” category, suggesting that users
feel that the BYOND application is user-friendly and easy to navigate. This aligns with findings
from Chatterjee et al. (2023), who reported that the ease of interaction with digital apps positively
influences acceptance, especially when combined with perceived usefulness.

Subjective Norm (SN = 2.93), although lower than the other constructs, still falls within the “high”
range. This implies that social influence—such as recommendations from peers or family —has
some impact on students’ decision to use BYOND, but it is not the dominant factor. This finding is
consistent with Rosyada et al. (2021), who noted that social influence tends to be less influential
among digitally literate populations who make independent technology choices.

Taken together, these results suggest that the success of BYOND by BSI in the student segment is
largely determined by its perceived personal benefits and usability, rather than peer pressure or
external expectations. Therefore, to enhance student adoption, developers should focus on
improving in-app features that directly enhance performance and user experience, while
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communication strategies may benefit from testimonials or endorsements that reinforce value
rather than solely relying on peer influence.

Theoretical implications of this study support the extension of TAM in the context of Islamic digital
banking applications, especially when addressing Gen Z users. The strong positive responses
across all four constructs validate the model’s applicability in this specific setting and encourage
future research to integrate additional variables such as trust, user satisfaction, or perceived
compatibility.

Conclusion

This study aimed to assess the level of student acceptance of the BYOND digital banking application
developed by Bank Syariah Indonesia (BSI), using the Technology Acceptance Model (TAM) as the
theoretical framework. Based on a descriptive analysis of responses from 100 Digital Marketing
students at Universitas Negeri Jakarta, the findings reveal that the level of acceptance is generally high
across all four TAM constructs.

Among the constructs, Attitude Toward Using (ATU) recorded the highest score, followed by
Perceived Usefulness (PU), Perceived Ease of Use (PEOU), and Subjective Norm (SN). These results
indicate that students not only perceive the application as beneficial and user-friendly, but they also
demonstrate a strong willingness to adopt the platform independently of external influences.

The study confirms that TAM is a relevant and effective model for explaining user acceptance in the
context of Islamic digital banking. Practical implications suggest that to increase adoption, developers
and marketers of BYOND should continue enhancing the app’s functionality and usability, while also
promoting its value through personalized user experiences. Future research may consider extending
the model by integrating variables such as trust, satisfaction, or perceived compatibility to gain deeper
insights into long-term user engagement.
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